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A GROUP OF CONTEST WINNERS off on an all-expense paid junket to New York present smiling faces to the camera. 186 
M & M salesmen and wives have enjoyed trips such as this since 1953. RIGHT: a new car was top prize in an M & M 


sales-listing contest held in 1959 


INCENTIVE PLANS HELP 
SALESMEN TO PRODUCE 


Have you noticed that the most 
successful people are usually those 
who dislike being excelled by others? 
Being all too human, our self-interest 
alone will not produce as powerful an 
effort as will a challenge to our 
personal pride. 


No one likes to see his name at the 
bottom of a list. Particularly when 
those at the top are the recognized go- 
getters ... the people who burn with 
inexhaustible energy and_ whole- 
hearted enthusiasm; with an unshake- 
able determination that they will not 
be excelled by others, Such rare 
people require no added incentive; 
but most others rarely work at full 
capacity —and thus, usually profit 
from urging and prodding. 


It is my privilege to be associated 
with Mann & Martel Limited, a pro- 
gressive firm with a forward-looking 
viewpoint. Management here realizes 
that it is often necessary to provide 
salesmen with some extra incentive if 
they are to provide some extra effort. 
It has been our experience that in- 
centive programmes can be enorm- 
ously productive and profitable — for 
the Company as well as the sales 
force. And, in the practical aspects, 
the prizes and awards can be self- 
liquidating. They are not just given 


by Maurice Lamond 


away. Each is earned by extra 
effort and achievement. When there 
is no improvement, no added achieve- 
ment — there is no prize. 


It is my observation that most 
salespeople have a deep-rooted com- 
petitive instinct, which can be 
strongly stimulated by incentive. The 
two great incentives are profit and 
pride, each quite as powerful as the 
other. Combined, they are irresistible! 


* * * 


Our firm has paid out over one- 
quarter million dollars during the 
past ten years in the promotion of 
incentive programmes. This expendi- 
ture has paid off handsomely! I have 
seen well-planned, imaginative con- 
tests produce results little short of 
miraculous. Lagging spirits have 
been spurred into high-gear  en- 
thusiasm sagging sales have 
zoomed to record-breaking levels. 


Can similar results be achieved 
with a modest budget? I am con- 
vinced they can. Whatever the size 
of the organization, certain factors 
remain constant—primarily, that 
some 25% of the sales force makes 
approximately 75% of the sales. A 
well-conceived incentive programme 
—even with relatively modest prizes 
—can work wonders in stimulating 


the bulk of your sales force to 
greater effort and earnings. 


What Are We After? 

Everyone works better by working 
towards a goal, so we must first con- 
sider the objective of any incentive 
programme. Do you want more list- 
ings? More sales? Or are you mainly 
interested in boosting the overall pro- 
duction of the individual salesman? 

Once a salesman has risen above 
mediocrity .. . once he has tasted real 
success and basked in the recognition 
of his associates, he seldom slips back. 
True, his goal was always within 
reach — but he needed that extra push 
to capture the rich rewards awaiting 
those who really persevere. With that 
in mind, here is a list of objectives 
most commonly served by incentive 
programmes: 

— more sales, 

— more listings. 

— more “Sold” and “For Sale” signs 
erected. 

— more listings made more market- 
able. 

— introducing new salesmen into the 
Company, and convincing them of 
the outstanding opportunities 
available in real estate. 

— providing excitement and change 
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out Metropolitan Toronto. 


General Manager in 1959. 





MAURICE LAMOND 


Maurice S$. Lamond — General Manager of Mann & Martel Limited, largest residential 
realtors in Canada — directs a sales force of 250 plus, in a network of 12 offices through- 
Over the past 10 years, Mann & Martel Limited has sold more 
than 25,000 properties — enough to populate a substantial city — achieving a spectacular 
sales volume in excess of half a billion dollars! 


M & M spends $250,000 annually to maintain its public image of leadership — has 
spent an equal amount in the past decade to maintain sales by means of incentive pro- 
These have contributed considerably to Mann & Martel’s eminence in the TREB 
Photo Co-Op system — processing better than 50 per cent of their sales through this system 
— a total of more than 6,000 listings in 1960 alone! 


Dynamic, youthful Maurice Lamond (35) —a native of Scotland — entered real estate 
in 1952, as an M & M salesman — became a branch manager in 1957 — was elevated to 


In this responsible position, he has proved his ability to apply 
modern merchandising methods with skill, ingenuity and unfailing enthusiasm. 





of pace —a challenge to the Com- 
pany as a whole —as well as the 
individual on the sales force. 

— improving sales-to-listings ratios. 
A successful contest must have a 

main theme, but it is often desirable 

to award bonus points for meeting 
secondary conditions. 

Gaining the Objective 
Set up an adequate budget for 

prizes and promotion. Surprisingly, 
cash is not a good prize! However, 
the prizes must be worth working 
for —the kind that will be treasured 
and admired. And don’t make the 
mistake of a grand prize that’s too 
big, leaving little or nothing for the 
runners-up. 

When you know exactly what you 
are after, and how much you must 
invest to make it worthwhile for each 
participant, it is time to arouse 
maximum interest in the promotion. 
Make sure every salesman knows 
about it, and is constantly reminded 
of it. You can only get maximum 
results by getting maximum partici- 
pation! 

Now you are ready to announce the 
contest rules. 

— fix the dates and times for the 
start and completion of the cam- 
paign. 

— set up a point schedule, establish- 
ing point values for various types 
of performance. 

— select a theme. If the grand prize 
is a sports-car, you might call it 
“Sports-car Derby”. Other themes 
could be: “Hawaiian Holiday, Gold 
Rush, Silver Dollar Listings, etc. 


Proper Timing 


Now that vendors and purchasers 
have developed seasonal selling and 
buying patterns, proper timing and 
modern marketing methods can be 
effectively utilised in the real estate 
business. Just as new fashions and 
colours are introduced in Spring and 
Fall . . . just as retailers stock their 
shelves for these seasonal buying 
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TWO BRINK’S GUARDS flank (left to 
right) Vice-President George Mann and 
Co-owners Paul Martel and Dave Mann. 
This particular contest, held February 
1959 required a Brink’s load of $7,000 
in silver dollars. 


spurts ...so we Realtors must build 
up an inventory of saleable houses in 
preparation for the traditional Spring 
and Fall buying peaks in our business. 

Immediately following the Christ- 
mas holiday season is an ideal time 
to “stock our shelves” with a care- 
fully planned Listing Contest pro- 
motion. To illustrate—one of our 
recent “Silver Dollar” listing contests 
was a tremendous success. 

Each salesman was awarded 10 
silver dollars for every 60-day listing 
with a “For Sale” sign... 5 silver 
dollars for each listing without. 

We often list 1,000 properties for 
sale in one month—about 800 of them 
on Photo Co-Op. As a result of this 
contest, listings substantially topped 
the 1,000 mark for January and 
February, providing an _ excellent 
Spring inventory. 

When our “shelves were stocked”, 
we set about disposing of the mer- 





chandise. This led to a “New York” 
sales contest, of 6 weeks duration, 
offering winning salesmen and their 
wives an all-expenses-paid return trip 
to New York. The results exceeded 
our fondest hopes! 

If you care to profit from our ex- 
perience, you may find the following 
observations of general value: 

— Six weeks is apparently the ideal 
duration of a contest — being fair 
to all participants, and permitting 
slow-starters to catch up to early 
leaders. It is difficult to sustain 
interest over a longer period of 
time. 

— Most attractive incentive prizes 
are merchandise, travel and 
honour. If you must offer money, 
make it gold or silver instead of 
bills or cheques. 

— Whenever possible, arrange to 
have the saletman’s wife and 
family share in the rewards. And 
be sure to inform the wife about 
this — she can add surprising im- 
petus to the sales drive! 

A man is not an entity unto him- 
self. He must have support from his 
family. If his wife is brought into the 
picture she soon becomes an enthusi- 
astic supporter — a real cheerleader. 

Because of this strong factor, many 
of our contests —in one way or an- 
other — include the wife. We offer all- 
expense-paid trips as I have already 
mentioned, and many other gifts use- 
ful to her: kitchen utensils, clocks, 
radios, dishes, even fur capes! 

To bring these to her attention, 
much -of our promotion is mailed 
directly to her. We brief her on the 
proposed contest: rules, awards and 
position of winners as contest pro- 
gresses. We also send testimonials 
from wives who have already enjoyed 
a trip or the acceptance of a good 
prize for her husband’s activities. 


Continued on page 26 
— SEE INCENTIVE 





EMBLEM DESIGN 
AWARD SPLIT 


Earlier this year the Executive 
Committee of CAREB decided to ex- 
plore the field of design to determine 
whether a new and _ distinctively- 
Canadian crest could be designed and 
utilized. 

Turning to its own members 
CAREB launched a contest with the 
idea of rewarding the creator of the 
top design submitted a prize of $100. 

Of the 14 entries four were 
selected. Of these judges had such a 
difficult time selecting a winner it 
was decided the prize should be split 
four ways. 

The prize winners are: 

Howard Church, Associated Real- 
tors, Calgary. 

H. C. Klintworth, Bowes & Cocks 
Limited, Peterborough, Ont. 

H. G. McRae, Realtor, Rutherford 
McRae Ltd., Vancouver, B.C. 

E. A. Mitchell of E. A. Mitchell 
Real Estate, Brampton, Ont. 

The Executive of Careb also wish 
to thank the following for submitting 
ideas: 

Mr. O. Phipps, Esquimalt, B.C. 

Mr. Dan Makowecki, D. M. Spencer 
Agencies Limited, Edmonton, Alta. 

Catharine Godfrey, The Victoria 
Real Estate Board, Victoria, B.C. 

Mr. Oscar Stasiuk, Fort William, 
Ont. 

Mrs. J. F. Fox, Belleville, Ont. 

R, A. Nicholson, Sarnia Lambton 
Real Estate Board, Sarnia, Ont. 

Mr. M. M. McPhee, John L. 
McIntyre Insurance Limited, Ed- 
monton, Alta. 

J. Biesik, Baysville, Ont. 

D. Jane McLean, F.R.I., Ottawa 
Real Estate Board, Ottawa, Ont. 

C. H. Williams, Okanagan-Mainline 
Board, Kelowna, B.C. 








LAWRENCE COMBE’'S design shown above won top recognition and a prize of $2,000 
in Ontario Hydro’s recent Gold Medallion competition. Winner of the Argo Block 
Design Scholarship in 1954, he graduated with honours from the University of 
Toronto in 1955. The same year he was nominated for the Pilkington Travelling 
Scholarship. 


Ontario Hydro Announces 


Medallion Design Winners 


Three Toronto architects have won 
top honours and awards totalling 
$3,500 in Ontario Hydro’s design 
competition for all-electric homes. 


H-E P.C. of Ontario has been 
strenuously pushing the advantages 
of electricity in new housing starts. 
The recent contest is just a part of 
the extensive overall promotional 
campaign. 


The top winners were: Lawrence 
W. Combe, $2,000 for first place; 
John Ma $1,000 for second and 
Donald G. Hallford $500 for third in 
the province-wide competition. 

Also receiving cash awards for 
special mention were: Richard Y. Lee, 


LEFT: 


‘ ture. 


Harry L. King and George J. 
Yamazaki. Each received $100. 

The competition was endorsed by 
the Ontario Association of Architects 
and was open to all practicing the 
profession in the province. 83 designs 
were submitted. 

Ontario Hydro has created two 
medallion classifications. In order 
that a home bear this distinction it 
must be wired to rigid minimum 
standards. The bronze medallion home 
does not require that the home be 
electrically heated. The gold medallion 
does. 

There are 1,400 Medallion homes in 
Ontario with another 11,300 under 
construction or in the planning stage. 





ABOVE: Third prize winner Donald G. Hallford’s design. 
Second prize, John Ma. 
M.R.A.1t.C. from the University of Toronto School af Architec- 
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Mr. George Pattison and one of the electrically heated homes he built 


in Blossom Gardens Subdivision near Cooksville. 


With 30 years of building experience, he finds electrically heated homes are easiest to sell. 


KLECTRICALLY HEATED HOMES 


mean easier sales - better profits for realtors 


George Pattison, president of Pattison Con- 
struction Limited, has proof that house-hunters 
look for, and like, electrically heated homes. 
He has built and sold 19 electrically heated 
homes this year in one subdivision and has 
others under construction. 


Prospects are interested in the individual room- 
by-room temperature control and the clean- 
liness and silence of electric heating. And, 
you'll find they’re impressed when they learn 
that electric home heating needs little or no 
maintenance. 
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(ONTARIO! 


All Pattison installations bear the Triple Seal of 
Quality. This seal, backed by the equipment 
manufacturer, the installing con- 
tractor and the Electric Home- 
Heating Association, guarantees 
top quality installation and 
equipment. 





For complete information about electrically 
heated homes and their sales features call your 
local Hydro office. 


Mr. Pattison inspects electric baseboard heating unit 
being installed by George Fordyce Electric. 
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APPRAISING A SINGLE 
FAMILY RESIDENCE 


by Alan Finlayson, B.A., A.A.C.1., M.A.I. 


Mr. Finlayson holds a B.A. from the University of Toronto. He is an 
accredited appraiser of the Appraisal Institute of Canada (A.A.C..1.) and 
also a member of the Appraisal Institute, a N.A.R.E.B. affiliate (M.A.I.). 

He was, for seven years, Sales Manager and chief appraiser for McArthur 
& Son, Realtors, Toronto, and is now an active partner in that firm. 

Mr. Finlayson, for three years was director Salesmen’s Div.; three years 
member Arbitration Committee and three years member of the Investment, 
Commercial, Industrial division . . . Toronto Real Estate Board. 


What is an appraisal? An ap- 
praisal is an estimate of the value of 
a piece of property, based on data 
and facts that can be verified. Some 
people confuse the terms “real estate” 
and “real property”. “Real estate” 
is land and all those things fastened 
to it. “Real property” is the sum 
total of all the rights and benefits 
which may be derived from the 
ownership and use of the real estate. 
An appraisal is an estimate of the 
worth of these rights and benefits to 
a typical buyer. 

People purchase homes for a 
variety of reasons, but most of them 
have to do with the comforts to be 
derived from home ownership. The 
thinking of people creates value, also, 
it sometimes destroys it. 

What is value? There are many 
kinds. The most common used in an 
appraisal is Market Value. Perhaps 
the best definition is one which is 
accepted by the Courts. The Courts 
have defined Market Value as being 
—“The highest price estimated in 
terms of money, which a property will 
bring if exposed for sale in the open 
market; allowing a reasonable time 
to find a buyer, who buys with a 
knowledge of all the uses to which it 
is adapted and for which it is capable 
of being used.” 

What is a reasonable length of 
time? It varies with the type of pro- 
perty and conditions. Sometimes we 
have a buyers’ market, sometimes a 
sellers’ market. In any event, reason- 
able means time to expose the pro- 
perty to as many potential buyers as 


possible. Obviously, buyer and seller 
in certain cases are not well informed. 
In actual practice the selling price is 
presumed to be the market value if 
the sale is a bona fide “arms length” 
transaction; that is — with both par- 
ties free to act and neither party 
under any special pressures. 


Neighbourhood 

The first thing home buyers look 
for is location. One of the first tasks 
of an appraiser is to study the neigh- 
bourhood. The Appraisal Terminology 
and Handbook describes a neighbour- 
hood as “an urban or residential (or 
commercial) area, exhibiting a fairly 
high degree of homogeneity as to 
housing, tenancy, income and popu- 
lation characteristics”. A neighbour- 
hood of homes of approximately the 
same size, arrangement, architecture 
and cost will tend to retain its values 
better than a neighbourhood of non- 
conforming homes. While it is not 
desirable that homes be of the same 
architecture and cost, they should 
blend together to make a pleasing 
impression on the house buyer. 


Depreciation 

The typical home owner seldom 
accepts the fact that his home has 
depreciated since he purchased it 
(except perhaps when the Assessor 
makes his official call). At the same 
time, he accepts depreciation as fact, 
when he trades in his car or television 
set. 

The appraiser must recognize three 
kinds of depreciation. The first is 
physical deterioration due to wear and 


tear and action of the elements, Some 
of this depreciation is curable, some 
incurable. 

The second type is functional depre- 
ciation, or obsolescence. In recent 
years there have been rapid changes 
in design and livability of homes. 
Homes of eccentric design, inade- 
quacy, lack of conveniences and out- 
moded equipment suffer most from 
functional depreciation. 

Thirdly, there is economic depre- 
ciation, or obsolescence. This is the 
loss in value due to conditions sur- 
rounding the property, rather than 
any fault in the property itself. There 
are many external conditions, which 
may cause economic depreciation, 
such as general debility of the neigh- 
bourhood; an oversupply of certain 
types of homes; changes in use of 
the neighbourhood caused by re- 
zoning; infiltration of inharmonious 
groups or industrial uses, just to 
mention a few. 


* * * 


Anyone appraising a single family 
home should realize that more value 
is destroyed by surrounding conditions 
than by the other two types of de- 
preciation combined. 

Careful attention must be given 
to anticipated developments, which 
could affect property values. Pro- 
posed street widening, construction 
of expressways, proposed establish- 
ment of such Municipal projects as 
disposal plants should be checked. It 
is also imperative to check zoning of 
not only the subject property, but 
also the surrounding area. 

The infiltration of minority groups 
can have either of two affects on 
value. Prestige can only exist if 
there is harmony among the residents 
of the district. If there is a sufficient 
effective demand on the part of these 
minorities to absorb all of the neigh- 
bourhood, prices tend to rise. If not, 
a depreciation in property value is 
bound to occur, 


Approaches to Value 

There are three approaches that 
may be used in attempting to deter- 
mine value. These are: The Cost Ap- 
proach, The Market (or Comparative) 
Approach, and The Income Approach. 
Cost Approach: Let us deal briefly 
with the Cost Approach. Some say 
that Cost tends to set the upper limit 
of value. This premise is based on 
the principle of substitution, which 
affirms that when a property is re- 
placeable, its value tends to be set 
by the cost of acquiring a similar 
property — assuming that there will 
be no undue delay. In actual practice, 
this often does not hold true in its 
application to homes. No two homes 
are exactly the same. Two homes may 
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be similar, but the amenities surround- 
ing them are often different. 


Income Approach: A second approach 
to value is the Income Approach. 
Many appraisers feel that the Income 
Approach cannot be used successfully 
on homes. When a home is used as 
such, it does not produce income and 
was not built with this in mind. How- 
ever, if a sufficient number of sales 
of rented homes that are reasonably 
similar can be found in an area, a 
monthly rental multiplier can be 
determined. One may find that a 
certain type of home is selling at, say, 
110 times the monthly rental. 


While important tools in the ap- 
praisal of residential properties, both 
the Cost Approach and the Income 
Approach have definite limitations, 
and often do not give a good indica- 
tion of Market Value. 


Market Approach: A third approach 
to value is the Market (or Compara- 
tive) Approach. This is the method 
whereby a property being appraised 
is compared with other similar pro- 
perties which have recently been sold 
or offered for sale. By using this 
approach, we try to get an indication 
of what typical sellers are willing to 
sell for and typical buyers are willing 
to pay in the market place. 


This approach is used by owners 
and purchasers of homes, real estate 
salesmen and brokers, and _ pro- 
fessional appraisers. When an owner 
plans to sell his home, he starts 
thinking about other houses in the 
neighbourhood which have sold re- 
cently, and tries to compare them 
with his own, in an attempt to get 
some indication of its market value. 

When a prospective purchaser in- 
spects a home, he immediately starts 
comparing it with others he has seen. 
When a real estate broker lists a 
home, he tries to establish a sale price, 
based on recent sales of which he 
has knowledge. In employing the 
Market Approach, comparables used 
should be reasonably similar as to 
size, number of bedrooms, number of 
bathrooms and general cost bracket. 
The following factors must be con- 
sidered in choice of comparables: 


Time of Sale — best indicators are 
sales made near the time of 
appraisal. 


Terms of Sale — if possible, use sales 
where the type of financing is 
customary in the community. 


Motive of buyer or seller — the ap- 
praiser should know conditions 
surrounding sales used. Buyers 
and sellers might be motivated by 
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factors that lead them to pay 
more or less than they normally 
would. 


Location — this is most important. 
Comparable properties need not 
be in the same neighbourhood, 
but they should be in neighbour- 
hoods which offer similar 
amenities. 


Adjustments in Market 
Approach 


After the appraiser has decided 
what sales he is going to use for com- 
parisons, he must make adjustments 
for differences between the property 
being appraised and the comparable 
properties. This requires skill and 
competence on the part of the ap- 
praiser. He must know what things 
people will pay for and what things 
they consider do not enhance value. 
Adjustments should be made for: time 
of sale, type of construction and 
design, quality, size, functional utility, 
age and condition, and lot (size, shape 
and location). 


Several methods can be used in 
making market price comparisons 
between properties. One method is to 
make an overall judgment of relative 
values. Another method is to use a 
percentage estimate for each item to 
be adjusted — basing the percentages 
on a figure of 100 for the property 
under appraisal. Still another device 
is to make a lump sum adjustment 
for variations such as size, accom- 
modations, location, time of sale, lot, 
ete. 


Conclusion 


In appraising homes, the Compara- 
tive or Market Approach is not only 
the best, but the most widely used. 
The market reflects the attitudes of 
both buyers and sellers. Seldom is 
there complete unanimity between hus- 
band and wife in choice of a home. 
The woman is the nest maker. Her 
interest have to do with raising of 
the young and all those elements 
which influence them. She is more 
interested in schools, church and 
social atmosphere. On the other 
hand the man is traditionally the 
breadwinner and protector. He carries 
the cheque book and so thinks more 
in terms of economics. 


A question that is often debated 
in real estate circles is: who is best 
qualified to appraise a single family 
home —a broker or his salesman on 
the one hand, or a professional ap- 
praiser on the other? 

No doubt the experienced salesman 
or broker is quite competent in ap- 
praising homes in the area and more 


particularly in the price range where 
he is most active. He understands 
the human factors involved. How- 
ever, personal prejudices and _ the 
desire to get a listing often affect his 
judgment. The most difficult task is 
to appraise the over-improved pro- 
perty — with surplus amenities not 
in keeping with the neighbourhood. 
As merchandise, these properties 
attract the least number of buyers. 
They axe an agent’s nightmare, par- 
ticularly if he is friendly with the 
owner. 

The professional appraiser bases 
his opinion on an orderly and complete 
assembly of facts. This data is 
analyzed and correlated into a final 
estimate of value. The approach is 
purely objective. His statement of 
opinion must not be just excess verbi- 
age. It should be clear, logical and 
supported by facts — presented in an 
orderly way that leads his client to 
the same opinion of value that he him- 
self holds. 


SARNIA REALTOR 
PASSES AWAY 


Organized Ontario Real Estate 
circles has lost a good friend. Angus 
Buchanan (68) of Sarnia died this 
past September after a lengthy ill- 
ness. 


Realtor Buchanan had lived in 
Sarnia since 1943 when he went to 
that city as Industrial Relations 
Officer for Polymer. Later he became 
General Secretary of the Y.M.C.A. 
and in this capacity was quite active 
in community affairs. In 1949 he left 
this work to enter the real estate 
business and later became a Realtor. 

Mr. Buchanan was a former presi- 
dent of the Sarnia-Lambton Board. 


e@ All that is necessary for the forces 
of evil to win in the world is for 
enough good men to do nothing. 


—Edmund Burke. 
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THE LC.I. COLUMN 


What A Salesman Should Know 
About An Industrial Building 


by M. J. Melton, C.P.M., Calgary 


I should like to qualify the topic: 
“What should an industrial salesman 
know about an industrial building, in 
order to sell or lease it.” 

For this purpose we will assume the 
property is already listed and the 
asking price has already been set— 
either through the whim of the owner 
or by a competent appraiser. 


The first thing the salesman should 
do is to analyse the listing and 
establish the various uses to which it 
can be put. In Calgary and Edmonton 
it seems we have 3 general styles or 
types of Industrial Buildings. 

(1) The multiple storey. 

(2) Dock height building. 

(3) Ground level building. 


Each style or type is generally 
suited to a variety of specific uses 
depending on a number of factors. 
The first thing the salesman must 
know is what these features are that 
contribute to a potential use: 


In multiple storey warehousing the 
features to look for are: 


Accessibility —is it situated on a 
street or avenue that big trucks can 
use and can it be serviced by truck? 
In Calgary and Edmonton loading 
from the street or across the street is 
illegal. Is it serviced by trackage? If 
so, is it a permanent spur and not 
likely to be pulled up? 


Physical aspects — The size of each 
floor and the location of services. Are 
the elevators at the rear of the build- 
ing and is the plumbing located in the 
centre? This is very important for the 
purpose of subdividing the building 
into small units. 

The construction of the floors and 
the carrying weight. Most old mul- 
tiple storeys seem to be of mill con- 
struction: in other words laminated 
wood floors. The general standdrd 
capacity of this type is 225 lbs. per 
square foot. In the event the floors 
are concrete it will carry as much as 
can be put in as a rule. 

The condition of the elevators 
should be checked with the proper 
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authorities. In Alberta the Factories 
Branch inspects and certifys all eleva- 
tors annually. As a rule they have a 
complete history on every elevator and 
what maintenance has been done, The 
load capacity (most are 2,000 Ibs.) 
and whether they are automatic or 
manual controls. 

Is the building sprinklered and if so 
is it a wet or dry system? 

What is the size of the water main 
and sewer line servicing the building? 
Also, you should find out the tempera- 
ture of the water in the line. We had 
one case where a firm leased a whole 
floor of an old warehouse for develop- 
ing coloured photos. They did exten- 
sive renovation, moved all their 
equipment in, then found the water 
was too cold for their processing, and 
—in the volume they required it— 
there was no way of economically 
heating it. 

What is the condition of the boiler? 
Is it designed for gas or a conversion 
job? 

One of the most important things a 
salesman should know is the asking 
price of competitive buildings. With 
these older multiple storey properties 
price seems to be the main factor. 
Also he should be acquainted with the 
cost of partitioning — either for the 
purpose of subdividing the space off 
from the rest of the building —or 
installing offices for the prospect. 


Dock Height Building 

In the second type of building (the 
dock height) the features he should 
note are firstly location: What road 
systems service it best? In other 
words is it located for easy access to 
the downtown retail area or for 
access to the construction industry? 
Also, the type of business carried on 
by the neighbours. Wholesaling is as 
competitive as retailing and _ the 
trend seems to be to locate as near 
your competitor as possible! 

In so far as the structure is con- 
cerned a floor plan should be made up 
showing the square footage of outside 
dimensions location and size of 


office area . . . location of doors, both 
receiving and shipping. .. roof height 
and the location of supporting posts. 

The floor loading should be deter- 
mined along with the P.S.I. factor of 
the concrete. 

The type of heating should be noted 
and whether it is adequate. Most 
warehouse provide that the 
lessor be responsible for having a 
system which will provide a certain 
minimum temperature. 


leases 


Land Area 


The size of the plot and location of 
the building on the ground should be 
shown by a sketch. Is there room to 
expand? If serviced with trackage 
where does the spur enter and how 
many cars can it hold? 

One other thing in connection with 
the trackage. Is it within the yard 
limits? As we develop new industrial 
parks further out all the time, the 
cost of rail deliveries could be a 
factor. 

Again the salesman should know 
what municipal services are available: 
public transportation, electricity (how 
much voltage), police protection and 
capacity of storm drains, water and 
gas supply. 

He should be acquainted with all 
the costs of occupancy: municipal 
taxes, trackage rent, heat, power and 
water rates. 

Zoning is another very important 
factor. Will an occupancy permit be 
granted to new party, and if not, what 
is required to bring the building up to 
standard? 


Ground Level Building 

The third general type of Industrial 
Building is a single storey ground 
level type. As this style of building 
readily lends itself for manufacturing 
uses, the zoning is the most important 
factor to determine. In Calgary we 
have a 78 page book outlining what 
uses can be carried on in each zoning 
classification. It takes a Philadelphia 
lawyer to interpret it. 

tecently we sold a building to a 
hide company. These people buy raw 
hides—bale them and ship them East. 
Apparently when they bale them they 
sprinkle the flesh side quite liberally 
with salt. The town planning depart- 
ment stopped them from operating. 
Apparently the area where the build- 
ing was situated allowed them to 
store hides but not to cure or process 
them. As a result we had to go before 
City Council and get a relaxation in 
the ordinance before they could carry 
on business. 


* * * 


The features to be noted in the 
building are (1) dimensions—ceiling 
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height—location of posts if any—floor 
sumps—power outlets and voltage; is 
there a: travelling crane or block and 
what capacity? Heating and ventila- 
tion equipment? Do the washroom 
facilities meet the union and muni- 
cipal standards? Is there outside dock 
facilities for rail or truck shipment 
and receiving? 

In the yard area he should know 
the dimensions of the property and 
the location of the building on it. Is 
it surfaced and fenced? In connection 
with the fence make sure it goes with 
the property and is not owned by the 
former occupant. This could prove 
most embarrassing. 

What trackage is available and 
how many cars can be spotted? Are 
there any outside storage facilities 
such as pipe racks—and again do they 
go with the property? 

Here again he should know the 
costs of occupancy such as taxes— 
water power and gas rates and what 
transportation services for personnel 
are available. 

* x *~ 

After the salesman has analysed his 
particular listing and come up with 
various uses to which the property 
could be put, he still has to move it— 
either by leasing or selling. 

In other words he must get the 
details of it into the hands of fellow 
brokers and logical users, then dili- 
gently follow through on all leads 
until a deal is concluded. 


CAREB OFFICER DIES 


Organized Canadian real estate lost 
an active and enthusiastic member 
when Ernie Willis, (67), CAREB 
regional vice president-elect for New 
Brunswick and P.E.I., took suddenly 
ill and died October 30th in Moncton. 

Mr. Willis came to Canada at the 
age of 13 from England. He settled 
down in the Maritimes and has been, 
for the past nine years, active in the 
real estate profession in his home 
town of Moncton — the past three 
years in his own business, Ernie 
Willis Realty. 


Continued on page 22 
—SEE OFFICER 


A PLEA FOR WOMEN 
IN REAL ESTATE 


by Joy Dell 


Mrs. Joy Dell is a saleslady with the Oshawa firm of 
Ristow & Olsen, Realtors. 


Why? Because one woman knows what another woman wants, 
and nine times out of ten its the woman’s opinion that counts when 
buying a house! The husband may foot the bill, and so must be relatively 
satisfied, but he will tell you, “I figure I’m away all day, and my wife’s 
at home. If this is the one she wants, I guess it’ll be all right.” 

Call it intuition if you like, but most women can sense what another 
woman is looking for in a home — beyond bricks, walls and floors. 
Sometimes a brisk and businesslike (?) man is less gentle, and conse- 
quently less discerning. 

We recall — sometime before entering the real estate field — tele- 
phoning a broker to inquire about a house he had advertised. “Does 
it have trees?” we asked innocently. 

“Trees!” he exclaimed, in a tone that implied only a fool would be 
interested in a detail like trees. “No, but you can always plant trees.” 
The telephone wires were heavy with sarcasm. 

Strangely enough, we knew that “you can always plant trees”. 
However, we do enjoy the grandeur and majesty of very large trees 
which may have taken years to grow. Obviously, the gentleman broker 
we telephoned wasn’t interested in the grandeur and majesty of large 
trees, and had probably never even thought of trees in that way. But, 
had he discerned that interest in our thoughts, he might have added 
warmly, “Although this property doesn’t have trees now, the actual 
lines of the house do convey an impression of dignity and majesty.” He 
might have made a sale! 

Now, we don’t mean to imply that just any .woman — sitting in 
that Broker’s chair — would have been more tactful. That is too great 
a generalization. But many women are imaginative, more aware of 
intangibles — and consequently more sympathetic to another woman’s 
needs. (Whims, if you like, but needs to that woman.) 

After all, why does anybody buy a house? Protection from the 
elements? He can go sit in a railroad station. To have a mailing 
address? He can rent a post office box. Prestige? He can rent a pent- 
house or buy a Cadillac. People buy homes to live in—and to live 
happily! 

Since it takes a discerning thought to determine what constitutes 
happiness for another, it takes both men and women to satisfactorily sell 
homes. Most women can mentally redecorate and furnish empty rooms 
as they scan a house. Most men can’t. Men know mysterious things 
about basements, but women know about kitchens. 

Now, we’re not suggesting that women should or could take over 
the fascinating business of selling houses. Far from it. We could 
never do without the steadiness, the intelligence, the mental strength 
and courage which many men live day by day. However, we do suggest 
a happy blending of those qualities with more feminine characteristics 
such as tenderness, beauty and warmth. It isn’t such an odd blending 
really. After all, it works in marriage doesn’t it? 

So, Mr. Realtor, won’t you consider a feminine addition to your 
staff? You may find that an alert, gentle woman — with a genuine inter- 
est in homes and people —can be a valuable asset to your business. 
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LISTING PANEL 


Tips from the Listing panel held during the CAREB 
sessions at Banff are excerpted as follows: 


C. L. ABBOTT, MONTREAL 


. a saleable listing must have the right price, the 
right amenities; be in good condition and, the owner must 
really want to sell. To develop a good listing keep in touch 
with the vendor, let him know the progress you are 
making. Time spent on servicing a listing will pay off. 

When you first approach a vendor make a proper and 
thorough examination of his house. Get accurate room 
sizes; note all amenities; get all facts concerning mort- 
gages; amounts, interests, due dates. Talk to the vendor 
and his wife. Find out why they are selling . . . find out 
what they want in new accommodations. (This informa- 
tion often gives you a successful clue when you go to 
present an offer). 

Advise the vendor when you discover something about 
the house which is an obstacle in path of a sale. I 
remember a poorly-kept listing which had been on the 
market for three years. We finally went to the vendor 
and strongly advised that if he renovated the house the 
obstacle would be removed. He did and we sold that home 
three days after completion. 


I know of a broker who advances money for renovating 
a listing in case the vendor cannot afford the work. The 
listing agreement contains a proviso that vendor will 
repay agent when house is sold. 


ED’S NOTE: Brokers contemplating this device should 
be warned that such a clause inserted into the listing 
agreement should be legally prepared. It would not be 
sufficient to say: “The vendor agrees to pay $X when 
listing is sold.” Obviously, a situation could occur which 
might prove detrimental, i.e., death of principal(s); 
reluctance of vendor to sell once he sees the results of his 
newly renovated quarters; failure of another principal to 
sign authorization and many more factors. 


Listing salesmen should always study present mortgage 
setup. Often new methods of refinancing can aid a sale. 


A tidy home is an attractive home. Get the vendor to 
tidy up both inside and out. 


BOB LANE, WINNIPEG 


. . » Co-op listing is the modern way to sell homes. The 
use of a co-op system opens up a large potential by 
employing the use of many salesmen. However, the use 
of the board’s co-op system should not be abused. It should 
not be used as a dumping ground for listings gathered by 
a lazy salesman. 

If a salesman is strong in listing at market levels, the 
co-op system will raise his revenue. I know of two brokers 
who sell over 70% of their own listings on the co-op 
market. This proves that the salesmen attached to these 
firms are not only good salesmen but good listers. 


GARTH WEBB, F.R.I., TORONTO 


. . . The use of co-op aids not only a salesman but also 
the vendor and purchaser. If the listing salesman has 
listed at a sensible price, his vendor will get a reasonably 
quick sale. The purchaser—on the other hand—is _per- 
mitted a better, quicker look at a broad market. 
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Co-op systems should not be used as a crutch. If a 
salesman is content to show photos rather than houses, he 
fails to produce. 

A good salesman reacts differently to photo co-op: 

1. He lists to sell quickly. 2. He gives better service. 

Photo co-op offers a bigger inventory—more goods on 
the shelf—which means quicker turnover. The end result 
is a bigger income. 

(Ed’s note: Mr. Webb reported on the phenomenal 
growth of Multiple Listing systems by pointing to Toronto 
Real Estate Board statistics. 

“When inaugurated in 1958, photo co-op accounted for 
only 12% of the market. This year TREB hopes to handle 
some $160 millions or over 50% of the Toronto market.” 


JOHN RITCEY, F.R.I, MONCTON 


. There are many sources for good listings. If you 
serviced an old customer properly and retained contact 
with him, this is one of the better sources. Not only will 
that person contact you when his house goes back on the 
market, he will also refer others to your firm. A satisfied 
customer becomes another “salesman.” 

By becoming involved in community affairs you get to 
know many people. By coming in direct contact with many 
people in your community you leave no doubt that you are 
in the real estate business, and that your firm is the firm 
to contact first! Membership in service clubs, associations, 
churches, lodges, etc., help you to build up your contacts. 

When you cold canvas a neighbourhood be confident but 
diplomatic. Many people will respond to a gentle sugges- 
tion: “We thought perhaps you might be selling this house 
because I know your family has grown up and left. When 
you decide to seek out smaller accommodations, may I 
have this listing?” 

You might further this last remark by saying: “I am 
sure I can find you a nice new home, wherever you want 
(og 

Remember this: “You must list well if you want to live 
well”! 


“OF course, the playroom can be enlarged 
a \ittle...* 
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¢ advertising 
¢ word - of - mouth 


¢ personal contacts 


Let’s take advertising as an example. Have you ever con- 
sidered that lucrative channels of communication stretch right 
across this nation and down into the States . . . all via the 
Canadian Realtor route . . . with stops on the way to service 
some 11,000 particular and influencial people? 


Why not take advantage of a special offer for Realtors 
only? Our proposal will put your message and firm’s address 
in front of this specific audience. 


Sample a good readership . . . sample the worth of the 
magazine which is being read and quoted by scores of 
media every month! 


> Canadian Realtor 


20 EGLINTON EAST TORONTO 12, ONT. 
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Boards 


New Westminster Conducts 
Apartment Survey 


The apartment vacancy rate in the 
City of New Westminster appears to 
be in a fairly healthy state. Overall 
percentage vacancies in 72 apartment 
buildings having a total of 1362 units 
was 6.61%. 


The Apartment Committee which 
consisted of Cy. Lee of the Mutual 
Life and Kirk Gerow of Alfred W. 
McLeod Limited, completed a check of 
the vacancy picture in New West- 
minster City, as at September 15, 
1961. 


The following is a break-down of 
the vacancies as at September 15, 
1961: 


Bachelor Suites 5.66% 
1 Bedroom Suites 6.98% 
2 Bedroom Suites 5.68% 
3 Bedroom Suites Nil 
Total number of suites 

vacant 87 


The Westminster County Board also 
reports the sale of a ten suite apart- 
ment building in New Westminster 
and a five suite apartment building 


President: 
P. D. P. Holmes, Victoria 
Vice-Presidents: 


L. K. Sully, White Rock; Lorrace E. Kirk, 
Victoria 


Past President: 
Fred M. Philps, New Westminster 


Directors: 


Harold Chivers, North Burnaby; William Colqu- 
houn, Kamloops; Ronald C. Dickie, Duncan; 
John R. Harvey, Quesnel; Wm. R. Hundman, 
Cloverdale; Thomas C. Lambert, Nelson; James 
V. Owens, New Westminster; Richard E. Slinger, 
West Vancouver; Robert H. Wilson, Kelowna; 
John S. Wood, Vancouver. 


ORIENTAL 
ANGLICISTS 


When President-Elect, Bert Katz 
returned from his trip around the 
world this past summer, he said that 
he was deeply impressed by the fact 
that English is rapidly becoming the 
language most commonly used in the 
orient. He visited Japan, Hong Kong, 
the Phillippines, South Viet Nam, 


Cambodia, Indonesia, Singapore, 
India, Nepal, Ceylon, Israel and 


France. Mr. Katz, a bachelor, wouldn’t 
say which country has the prettiest 
girls. He did admit that Japanese 
girls are like “dolls” but the Parisi- 
ennes “stood out”. 





The committee found the vacancy with cafe in 
picture considerably improved from 
the last report which was made in 
mid-July. The largest percentage of 
vacancy is still in one-bedroom suites, 
but this is reduced to 6.98% as Ivan 
compared with 11.7% at the time of 
the July Survey. 





Appraisal Tours - Success! 


The Open House Caravan Tours which originated in 
Burnaby earlier this year have met with such success that 
North and West Vancouver have since adopted the plan, 
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Chilliwack. 
price of the former, which included 
an adjacent lot, and which was sold 
by W. E. Dempsey Ltd., was $64,000. 
The Chilliwack property was sold by 
Realty Ltd. for 
$55,000. Both were sold through the 
Multiple Listing system. 


Hurndall 


Purchase 


DID YOU KNOW? 


@ Did you know that Darwin, Australia 
is farther north than the entire Island 
of Madagascar, or Rio de Janeiro in 
Brazil, or Elizabethville in the troubled 
Belgian Congo? It is! 


with other sections of Vancouver expected to follow suit 
later. 

The once-per-week tours have apparently accomplished 
two goals: sparked an increase in sales of Multiple 
listings, and generated increasing goodwill from the public 
at large. 

Paul Sowerby, President of the West Vancouver Divi- 
sion reports in the September issue of the Vancouver 
Realtor that the tours are “going quite well”. He noted 
that thirty Realtors and salesmen took advantage of the 
last tour and that requests for inclusion of properties are 
increasing. 

Internally, the tours also assist tour salesmen who find 
that their ability to appraise is sharpened due to the 
discussions which occur during and after each listing has 
been visited. 

David Nicol, President of the North Vancouver Division 
also commented on the success of the tours. He noted 
that vendors—in many cases — have permitted a more 
marketable revision of the listing after salesmen have 
shown him the appraisal slips collected on the tour. 


Jim Owens, President of the Burnaby Division claims 
that sales are definitely better than average since the 
tours commenced, “The public really likes the idea,” he 
said, 
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BOGUS BUYER 


Realtors in Jacksonville, Florida and Philadelphia are 
now alert to a new fraud which is being practiced through- 
out parts of the U.S.A. Mrs. Belle Harris and Mrs. 
Marion Mashburn, Jacksonville Realtors, foiled one 
attempt by a Waco, Texas man, who was out to make 
a ‘fast and dishonest buck’. 

The crook’s modus operandi was based on the establish- 
ment of “assumed” credits or assets. He entered the office 
of the two alert women and wrote a cheque for $9,500 as 
down payment on a home worth $135,000. He then in- 
tended to use the Real Estate office as a credit reference 
while purchasing furniture. In order to ‘pay’ for the fur- 
niture he proffered a bogus cheque made out well in excess 
of furniture cost and pocketed the surplus with which he 
intended to skip town. 

While in the real estate office the crook placed a ‘call’ 
to what his intended victims should have assumed was his 
bank in Pensacola. He made this phony call to add cred- 
ence to the deal. The two women, suspicions aroused, 
phoned a friend in Pensacola and had her check his bank. 
The report came through that he was unknown there. Sus- 
picions confirmed, they called the police and the crook was 
booked as a vagrant. It was later proved that the man had 
cashed over 100 bogus cheques. 


FRINGE AREA FARMERS GET 
TAX SHELTER IN OREGON 


Legislators passed a new law protecting farmers on 
suburban fringes of metropolitan areas from higher 
assessments based on the value of their land for urban 
development. To qualify for the low agricultural tax rate, 
farms must be at least five acres, zoned for agriculture, 
and in actual farm use. 

But the Portland Oregonian, the state’s largest news- 
paper (circulation: 207,837), editorialized on dangers of 
the new law: “The act safeguards the farmer against an 
over-zealous assessor, but it is also an invitation to collu- 
sion to build up the value of a prospective residential 
subdivision area while paying low taxes, and it threatens 
the natural and constructive growth of the cities, even 
though the farmers who stand in the way be truly 
interested in farming rather than in some future killing in 
real estate.” To prevent abuses, the newspaper urged 
“the highest sort of both alertness and courage on the 
part of the zoning commissions.” 


—reprint from House & Home 


MAGAZINE BINDERS 


Here is a good glossy, 
manila 2-hole binder avail- 
able to file copies of your 
Realtor magazine. Holds 
12 or more issues! 
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Order from: 
Canadian Association of Real Estate Boards 
20 Eglinton Ave. East, Toronto 12 HUdson 1-5191 
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The Canadian Association of Real Estate Boards has a good 
stock of informative pamphlets available for Realtors. Prices 
for either of the following is $2.00 per hundred. 


“Helpful Hints for Home Buyers” tells the home buyer what 
to look for while inspecting a listing. Presentation of this 
pamphlet should foster better relations by removing any dis- 
trust between salesman and prospect. This pamphlet also has 
a prime value to those brokers canvassing a high density area 
for home buyers. Apartment tenants are given statistical 
evidence that it does not pay to rent. The pamphlet points 
out how rent money, figured on a percentage basis, amounts 
to large sums in only a few short years. 


“Helpful Hints for Home Sellers’ is a pamphlet that should 
be given to every vendor. The information explains how the 
vendor can help his agent show the house to best advantage. 

Each pamphlet has a blank space for imprinting your firm 
name and address, phone number, etc. 


They can be obtained by writing: The Canadian Associa- 
tion of Real Estate Boards, 20 Eglinton, East, Toronto 12, Ont. 
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28 STUDENTS registered for the Saskatoon Real Estate Board’s newly-launched 3-year C.I.R. educational course 
being conducted by the University of Saskatchewan on a lecture basis. 
ship in the Canadian Institute of Realtors (an educational affiliate of CAREB). 

Composite picture at left shows Instructor Paul Turner, B.A., B.Sc., F.R.I., in centre with Don Koyl, F.R.I., left 
and Professor S. J. Wirick at right. 


Composite picture above right, shows Ron Klombies, President of the Board, addressing class. The centre picture? 


“That is,’’ 
and starved to death!”’ 


RELATIONS HUMAINES et IMMEUBLE 


par YVAN VERSAILLES 


Service d’Immeuble, Chartered Trust Co., Montréal 


Quelques réflexions sur les qualités 
psychologiques nécessaires 4 un agent 
d’immeuble pour réussir des _ trans- 
actions immobiliéres a titre de cour- 
tier. 

Etablissons d’abord qu’il doit possé- 
der suffisamment de connaissance 
technique relative 4 son métier d’agent 
d’immeuble, et qu’il doit connaitre sa 
marchandise dans tous ses détails. 

Ce coté métier mis a part, j’aime- 
rais tenter d’expliquer l’aspect “rela- 
tions humaines” qu’un vendeur doit 
pratiquer pour mener a bien une 
transaction immobiliére. 


16 


Importance des transactions 
immobiliéres 

Toute vente ou achat de propriété 
se traduit toujours par des sommes 
dargent de plusieurs milliers de 
dollars, ce qui peut, dans certain cas, 
affecter assez sérieusement la situa- 
tion financiére du vendeur ou de 
l’acheteur. 

Méme si on oublie l’importance du 
montant en jeu, il faut aussi nous 
rappeler le peu de temps a la dis- 
position d’un agent pour compléter 
une transaction immobiliére i.e. la 
signature d’une offre d’achat ou d’une 


Successful graduates may apply for member- 


says Bill King, Executive Secretary of S.R.E.B., ‘a picture of a Realtor who did not believe in education 


offre de vente; le courtier n’a souvent 
rencontré l’acheteur que deux ou trois 
fois, par contre habituellement il 
connait beaucoup mieux le vendeur. 


L’Agent d’immeuble a donc a sur- 
monter une double difficulté: faire 
admettre 4 son client qu’il doit 
prendre une décision affectant une 
grosse somme d’argent et de plus 
qu’il doit la prendre dans un trés 
court délai. 

Tout client étant un étre humain 
avec ses qualités et ses défauts, il faut 
parvenir a le connaitre assez par- 
faitement pour prévoir ses réactions 
et pouvoir influencer ses décisions. 

Tout vendeur est toujours porté a 
surestimer sa propriété, c’est naturel 
et c’est courant. Le coté sentimental 
y est souvent pour quelque chose. 

On dépense beaucoup d’effort et de 
temps a obtenir l’assentiment d’un 
client a acheter une propriété et on 
oublie souvent qu’il est peut-étre plus 
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Cities Should Own Real 
Estate, Not Lease It, 


And Control Downtown 


The cities of Canada should not only own their own real 
estate but should control the downtown area around their 
city hall to avoid bits and pieces redevelopment, says 
Tankoos Yarmon Ltd. in its newsletter Canadian Realty 
News. 


“Leaseback financing will not work for municipalities 
since it results in higher interest rates and there is no tax 
advantage as there is for industry,” the bulletin asserts. 

“Local politicians are envious of the seemingly endless 
facility of industry to borrow money to replace outworn 
or outmoded real estate, but municipally-occupied, special 
purpose buildings will not fit the leaseback formula.” 


Tankoos Yarmon says, “The land surrounding the civic 
areas presents a difficult problem. Much can be accomp- 
lished by way of urban renewal in the area that needs it 
most —the downtown core or heart. Since the central 
core was originally the whole city, it has deteriorated first 
and worst.” 


The newsletter argues that ever rising land costs have 
caused private enterprise to develop and redevelop on a 
bits and pieces basis — islands of office buildings in a sea 
of parking lots. 


“The danger facing all the cities is that —in the exe- 
cution of the dreams of the professional planners — the 
requirements forced on private enterprise for development 
of areas adjacent to city halls will be financially un- 
realistic. Rehabilitation must be at rates all the taxpayers 
can live with.” 


The Newsletter adds, “private capital should seize the 
opportunity presented by the future civic squares. It is 
here that brokers and realty investors can contribute both 
advice and money in the decade ahead. It is an unmatched 
opportunity for both municipal government and private 
enterprise to work together for everyone’s benefit.” 


Tankoos Yarmon Ltd. owns or controls a $175,000,000 


portfolio of realty investments in every Province, much of 
it in the downtown areas of the major cities of Canada. 


ABOUT MONEY 
If a man’s after money, he’s money-mad. 
If he keeps it, he’s a capitalist. 
If he spends it, he’s a playboy. 
If he doesn’t get it, he’s a ne’er-do-well. 
If he doesn’t try to get it, he lacks ambition. 
If he gets it without working for it, he’s a parasite — 
And if he accumulates it after years of toil, people call 

him a fool who never got anything out of life. 
— Victor Oliver 


ANYTHING FRIENDLY about a bank? Yes, espe- 


cially when they use ideas like this. To ‘““humanize”’ 
its image one bank in the U.S. sends out a dozen roses 


to every mortgagor after the loan is closed and on the 
day the family moves into its new home. Idea seems 
a natural for other businesses with same image 
problem. — Marketing 
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FLASH 


Just as this issue was going to press came some 
wonderful news from the Province of Quebec—a 
promise from Premier Jean Lesage that the Provincial 
Government of Quebec would introduce a Real Estate 
Broker’s Act at the next session of the Quebec Legis- 


lature. 


The occasion was the Convention of the Corpora- 
tion of Real Estate Brokers of the Province of Quebec 
held at Lac Beauport, near Quebec City on October 
26th and 27th. A delegation of Quebec Brokers headed 
by President Jean DesRosiers waited on the Premier in 


person at his office and presented their brief. 


In view of many past disappointments they were 
agreeably surprised when the Premier, without hesita- 
tion of any kind, flatly stated that he was in favour of 
such legislation and that a Real Estate Broker's Act 
would be introduced at the next session of the Pro- 


vincial Parliament. 


An interesting side light is that the Premier's 
promise came just about an hour before CAREB 
President-Elect, Bert Katz, arose to speak to a luncheon 


gathering of the Corporation on this very subject. 


For more about this, turn to our Editorial on page 3. 
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Real Estate 
Boards 


O.A.R.E.B. SALES TRAINING 
PROGRAMME SUCCESS 


The Ontario Association of Real 
Estate Boards is offering an excellent 
one-week training programme to all 
member boards wishing to subscribe 
to a plan which will help educate 
members in the province. 

The course material is based pri- 
marily on various techniques used in 
selling, listing or appraisal of real 
estate. 

The seminar is being conducted by 
S. D. H. Reid, Director of Education 
for the Toronto Real Estate Board, 
who is on loan to the Ontario Associa- 
tion. 

The seminar is presently being con- 
ducted on a trial basis. The Sudbury 
Board recently completed the course 
and the London Board is next on the 
itinerary. 34 attended the Sudbury 
seminar, with students coming from 
as far away as Sault Ste. Marie on 
the west and North Bay on the East. 
Testimonials are flowing in from 
those who attended. One broker, with 
twelve years experience said he 
learned more from the Reid conducted 
series of lectures than from any other 
course he had ever taken. 


The seminar starts by diagnosing 
mental attitudes then leads through 
mortgages and financing; setting up 
deals, appraising techniques; getting 
an offer signed; getting an offer 
accepted; getting listings; servicing a 
vendor; signs and classified advertis- 
ing, and even discussion of pertinent 
points in real estate law. 

Mr. Reid says that the training 
programme was designed to educate 
both new and old salesmen (and 
broker). For instance, Mr. Reid lec- 
tures on the methods used to overcome 
objections posed by either or both the 
vendor and purchaser when offer is 
drawn. The director shows how to 
dissipate these objections. The latter 
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is a chronic problem any salesman 
would like resolved. 

When asked to give his summation, 
Mr. Reid said, “The course was de- 
signed primarily to put more ammuni- 
tion in the salesman’s locker . . . and 
we think it more than meets this 
task!” 

Board secretaries wishing further 
information should write O. K. 
Teetzel, Executive Secretary of 
O.A.R.E.B., 20 Eglinton East, Toronto 
12, Ontario. 


ST. CATHARINES-NIAGARA 


Miss Mary Westland of Grimsby 
has been given a Bursary of $300 by 
the St. Catharines- Niagara Real 
Estate Board. 

Miss Westland is taking Commerce 
and Finance at the University of 
Toronto. 


Association of 


Executive Committee: 


K. S. Raven, F.R.I., Kingston, President 

E. B. Fleming, Sault Ste. Marie, Vice-President 
P. H. McKeown, Ottawa, Past-President 

O. K. Teetzel, Secretary, 20 Eglinton E., Toronto 


Regional Directors: 


W. S. Evans, London; A. C. Kilgour, North Bay; 
E. A. Mitchell, F.R.I., Brampton; Lloyd Ran- 
dall, Brantford; W. P. Ristow, Oshawa; R. E. 
Sanderson, Port Credit; C. Gordon Todd, 
Hamilton; A. Wiebe, F.R.I., Kitchener; Roy 
Wymark, Ottawa 


OSHAWA 

The Oshawa & District Real Estate 
Board held its second annual Civic 
Dinner in mid-September, 275 atten- 
ded including Dr. Allan C. Wilson, 
President of the National Proprietory 
Corp. as guest speaker. Other digni- 
taries included: Mayor Christine 
Thomas of Oshawa; T. D. Thomas, 
M.L.A.; Alex Curruthers, M.L.A.; 
W. J. Richardson, Ontario Registrar; 
Bert Katz, President-elect of CAREB; 
Mayor Wilfred Carruthers, Bowman- 
ville; Mayor W. A. Parish, Ajax; 
Mayor Stan Martin, Whitby; Paul 
Ristow, Regional Director of O.A.R.- 
E.B.; Rabbi Kutziner, Oshawa; Rt. 
Rev. Paul Dwyer, D.P., V.F., Oshawa; 
Rev. R. B. Milroy, President of 
Oshawa Ministerial Assoc.; Lloyd 
Metcalfe, President of the host board 
and H. W. Follows, Executive Secre- 
tary of C.A.R.E.B. 

Dr. Wilson spoke on the need for 
warehousing, bonded and regular and 
installation of proper harbor facilities 
in Oshawa. 


OTTAWA 
A fast-paced panel of real estate 
experts made it worthwhile attending 








One of the biggest mergers in 
Canadian Real Estate history tran- 
spired recently when two of Toronto’s 
leading firms joined to hecome Peters 
& Wiles Ltd. 

The firms were formerly Joseph A. 
Peters Ltd. and Ken Wiles Ltd. In 
the past ten years the firms are 
reputed to have sold a combined total 
of more than 30,000 properties valued 
at over $500,000,000. 


TWO 
FIRMS 
MERGE 





The firm of Joseph A. Peters had 85 
salesmen and the Wiles firm 50. 


The new merger will be headed by 
Joseph A. Peters with Ken Wiles as 
Vice-President. Mr. Wiles will direct 
expansion plans in the Industrial- 
Commercial-Investment department. 


Employee participation and _ profit- 
sharing incentives will be introduced 
into the new company’s policies. 
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an informative educational meeting in 
Ottawa, September 26th. John Fripp, 
Chairman of the Photo Co-op Com- 
mittee moderated the panel which 
consisted of Don Charboneau, Jack 
Gordon, John Kemper and Hal 
Savage. The latter answered a wide 
variety of questions from some of the 
record 275 in attendance. 

Mr. Fripp also commented on the 
marked increase in Photo Co-op Sales 
for the period ending August 31st. 
Sales are up $1 million over a corres- 
ponding eight month period last year. 

President Eugene Lavoie reported 
that the Ottawa-Hull area showed a 
41% increase in residential housing 
starts and that signs indicated this 
trend may continue into the closing 
months. 

Peter Wildsmith and Eva Brad- 
shaw gave those in attendance an out- 
line of the highlights at the recent 
real estate conference held in Banff. 


WELLAND SPONSORS 
EDUCATION DAY 


Over 40 Realtors, salesmen and 
guests attended a recent ‘Education 
Day’ sponsored and conducted by the 
Welland & District Board. 

The program opened with an 
address by Mrs. Eva Monrad of 
Niagara Falls who narrated on the 
many topics aired at the Banff con- 
vention. 

Abe. Wiebe, Kitchener moderated a 
panel which discussed Techniques of 
Selling and Closing. D. Mason, D. 
Alsop and L. Gadoury were panelists. 
Mr. Wiebe also spoke on Interoffice 
Ethics and Financing. 

Mr. T. G. Spencer of Raymond, 
Spencer, Law & McInnes gave an in- 
formative talk on Mortgages and 
Financing; and E. O. McKay, MAI, 
AACI, of Hamilton gave his opinion 
of the proper use of the Appraisal 
Course being sponsored by The 
Appraisal Institute of Canada. 

The one-day seminar concluded with 
an address by A. D. Boyce, the new 
Administer of the Ontario Sales Tax 
Act. 


AMERICAN COURSE 
OPEN TO CANUCKS 


David V. Gregg, Executive Vice 
President of the Youngstown Area 
Board of Realtors, Inc. has asked us 
to announce that they are sponsoring 
AIREA’s Appraisal Course No, 1, 
December 4-16, 1961. Canadian wish- 
ing to journey to that city are assured 
a good welcome. 

Write: Mr. Gregg, c/o above at 
814-15 Home Savings & Loan Build- 
ing, Youngstown 3, Ohio. 
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important de concentrer son travail 
sur le client vendeur pour lui faire 
accepter l’idée de vendre sa propriété 
a un prix moindre que celui qu’il 
s’était fixé. Ceci est de plus en plus 
vrai dans la période ot les prix de 
vente sont a la baisse et ot il sera 
peut é@tre a l’avantage du client 
vendeur d’accepter moins plutdt que 
de prendre une perte plus considérable 


agent d’immeuble commence lorsqu’il 
lui faut préparer son client vendeur 
a accepter de reviser le prix demandé 
plus conformément a la valeur du 
marché. Ce processus mental s’obtient 
par la confiance que l’agent doit 
obtenir de son client. Cette confiance 
qui doit étre justifiée ne peut s’obtenir 
par des cours ou dans des livres; elle 
doit venir de qualités innées, ou 
acquises au cour de nombreuses 
années au contact du public. Elle se 


plus tard. 
Conclusion 

Il est relativement facile d’obtenir 
Vexclusivité de vente de propriété ot 
le prix demandé n’est pas discuté ou 
a peine. Le véritable “test” d’un bon 


manifeste par une plus étroite colla- 
boration entre client et agent, et celui- 
ci aura du succés si par de nombreuses 
rencontres avec son client, il gagne et 
obtient de devenir en sorte son con- 
seiller en matiére d’immeuble. 





COVER PHOTO 


ABOVE ILLUSTRATIONS are photos of buildings blasted by Toronto’s mad 
bomber. The photo at left shows side elevation of the $250,000 70-unit Mills- 
court Apartment project at 4854 Bathurst Street after damage had been repaired 
at a cost of $15,000. (See cover photo for actual damage). The photo at right 
is the front elevation of the Frank Hazlett apartment development on Wilson 
Ave. just south of crosstown highway 401. Damage, which is shown being 
repaired was estimated at nearly $20,000. 


DEVELOPERS FEAR “BOMBER” 


Four different and widely separ- 
ated dynamite blasts have shaken the 
early morning tranquility in various 
sections of Metropolitan Toronto. 

In November, 1960, a nine-storey 
partially-completed apartment build- 
ing on Spencer Ave. in Toronto’s west- of 3 to 4 sticks of dynamite each 
end had a hole blown causing approxi- went off causing over $15,000 dam- 
mately $1500 damage. Almost one ages. 
year later, on September 4th, 1961, 
an apartment project in Don Mills As each blast happened in early 
suffered $500 damages created simil- morning (the last being just before 
arly. Then on Thanksgiving Monday, 6 a.m.) only one casualty occurred 
at 12.12 a.m. the “anarchist” struck when a passing motorist was grazed 
again. Using seven bundles of dyna- by flying rock. 
mite, the malcontent blasted a 
$20,000 hole in the front elevation of 
the Frank Hazlett apartment struc- 
ture on Wilson near Bathurst. 


Three weeks later, on September 
26th M. Goldenberg, a principal in the 
$250,000 Millscourt Apartments Ltd. 
project at 4854 Bathurst Street, was 
notified that his development had been 
hit by the bomber. Six spaced shots 


Police are stymied in their at- 
tempts to trace the assailant as there 
appears to be no connecting motive. 
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It Occurs To Me... 


Are R. E. Boards Tough 
Enough? 


By Kennett I. Lyle, F.RJ. 
Past President C._ARE.B. 


A highly successful, intelligently 
managed real estate board is a great 
leveller. The newest and the oldest— 
the largest and the smallest—of its 
members are each of equal standing 
with their individuality more or less 
submerged into the Board as an 
entity. It used to be that an old 
established firm with a reputation for 
the highest ethical behaviour was not 
hurt much by the flagrant dishonesty 
of another firm. Not so now. Any 
unethical act against the public by 
any board member is a blow to the 
good will enjoyed by the other mem- 
bers of the board. Thus, the deport- 
ment of each member of the board 
has become increasingly important to 
all the other members. The public has 
been deliberately educated to believe 
they are safe in the hands of any 
member of the board. 


Insofar as this is true, a much 
greater responsibility is placed on the 
shoulders of the board executive than 
seems to be realized. It behoves every 
board executive to tighten up on 
enforcement of its rules. A great 
amount of attention has been given 
by boards to educating brokers and 
salesmen, both new and old, as to 
rules of conduct, provincial law, 
behaviour towards clients, toward 
other realtors, etc., yet our rules are 
being broken every day, with too little 
evidence of anything being done about 
it. 

With the advent of co-operative 
listings, most of our boards are now 
powerful enough that discipline to 
offenders is not difficult. Fines, sus- 
pension or expulsion are provided for 
in our constitutions. If we are to 
maintain the confidence of the public, 
it is about time we penalized offenders 
in keeping with the seriousness of the 
offence. 

If our boards are not prepared to 
do this let’s quit fooling ourselves; we 
certainly are not fooling the public. 
Direct sales from owner to buyer will 
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increase if our discipline remains 


lackadaisical. 


We have given a lot of attention to 
professionalizing our vocation but 
have seemingly forgotten the primary 
rule of professionalism: self discip- 
line. 


Public Service 

On the other hand our public rela- 
tions have received a boost from many 
of our members holding positions of 
public importance such as civic, pro- 
vincial and national posts. If many 
cases these public positions have been 
filled by our members at considerable 
cost to themselves—both in time and 
in energy extended. The over-all effect 
has been excellent for our public 
relations directly or otherwise. 


It would be interesting to know just 
how many Realtors across the country 
have held public office. Perhaps the 
Editor of this publication would con- 
sider publishing a list of those who 
have—if sent in by the Board secre- 
taries. 

To kick-off we would mention here 
a few from the Calgary area who 
have served in these capacities. 


One Provincial Cabinet Minister 
was formerly in the real estate 
business in Calgary. Another was 
conducting a real estate and insurance 
office in a town within the Calgary 
trading area. An ex-cabinet minister 
was likewise engaged in a town just 
south of Calgary. An incumbent mem- 
ber of the Legislature is active in 
real estate and a member of our 
board. At least two of our past pre- 
sidents have served a term on city 
council. Two old-time city aldermen— 
one of whom consistently topped the 
polls for years—were engaged in real 
estate and insurance. Many of our 
members have served as President of 
downtown service clubs. Another Past 
President was a member of a Royal 
commission. 


The nature of our vocation should 
provide community leaders. The 
numbers may surprise us if we make 
a list of the ones who have proved 
this to be so. Try it in your own city. 


Telephone Receptionists 

Either by slovenly habits or by 
instructions, many telephone recep- 
tionists have some very irritating 
mannerisms. One of these, which 
never fails to strike a spark with me 
is the nasty little prank of pulling the 
cord on her switchboard so the in- 
coming call no longer buzzes—i.e., 
doesn’t irritate her—but she doesn’t 
answer until she finds it convenient 
and until the caller has blown a fuse. 
Of course there are times when she is 
flooded with calls, but even then it 
only takes a split second to say, “just 
a moment, please,” before disconnec- 
ting the ringing. 

Also there are bosses who have un- 
doubtedly instructed their receptionist 
to ask every caller’s name before buz- 
zing him. If this is a status seeking 
device it just doesn’t register with me. 
Any executive needing that much pro- 
tection should have a private secre- 
tary to take all his calls—(and pro- 
bably also do all his work). Pretense 
of importance doesn’t make anyone 
important, does it? 

The telephone receptionist is the 
most important employee on the non- 
executive level, in any real estate 
office. Why pay thousands in direct 
advertising only to have many who 
respond feel unwelcome by an im- 
personal, ill-trained or couldn’t-care- 
less voice answering your phone? 
Every business should have a good 
telephone receptionist. A successful 
real estate office must have one. 


Using Past Presidents 


Past Presidents of most organiza- 
tions are often never heard from after 
their term is over. Perhaps that is a 
good thing or perhaps not. 

While making suggestions to the 
Editor, I would like to include the 
suggestion that each of the Past Pre- 
sidents of C.A.R.E.B. be canvassed 
for one of a series of P.P. articles, 
for the ensuing few months. These 
articles might produce some good 
ideas. 

Surely anyone who at one time had 
enough of the confidence of the 
association to have been made its pre- 
sident—should be important enough 
to listen to once in a while. 

I have often wondered why the 
services of past presidents have not 
been more widely used. Tf they have 
apparently lost interest in the work of 
the board, perhaps it’s because the 
board hasn’t given them anything to 
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do. Surely their use to the board 
hasn’t dried up overnight like peas in 
a dried out pea pod. If so, perhaps we 
have been electing the wrong men as 
president all these years. That, I do 
not believe. “There’s a lot of kick in 
the old boys yet.” Hi, Luke, Fred, 
Jack and Dean, to mention a few of 
the “oldtimers.” 


Standard of Ethics 

We are often called upon to define 
ethics. Have you ever tried to do so? 
It’s difficult. Here is my effort in my 
own words — likely gleaned from 
others but I don’t know from whom: 
“A person’s standard of ethics, shorn 
of all complicating influences, would 
be revealed by his reaction to a specific 
set of circumstances; a factor in the 
circumstances being that no one else 
would ever know what his reactions 
have been.” Sounds about as practical 
as the usual textbook definition, 
doesn’t it? It’s a good way to test our 
own ethics though, if we are ever 
confronted with such a set of cir- 
cumstances. Any of us who are 
inflicted occasionally with a “holier 
than thou” attitude should perhaps 
pause to reflect on this definition. It’s 
a point for tolerance. 


e@ Some people regard private enterprise 
as a predatory tiger to be shot. Others 
look on it as a cow they can milk. 
Not enough people see it as a 
healthy horse pulling a sturdy wagon. 

—Sir Winston Churchill. 


Profile 


CAREB Regional Vice-President 


for Province of Saskatchewan 





D. P. WOODLEY, F.R.I. 


Doug Woodley was born in Saskatoon 
in 1927. He received his education there 
including studies at the University of 
Saskatchewan. 


He entered the real estate profession 
in 1949 as a salesman for Saskatoon 
Agencies and was the sales manager 
for that firm before leaving in 1956 to 
take his present post as manager of 
the real estate department for Toronto 
General Trusts Corporation, Saskatoon 
branch. 


Mr. Woodley is quite active in organ- 
ized real estate circles. He is the past 
president of the Saskatoon Real Estate 
Board; the S.REB. Co-operative 
Selling Service Ltd. and the Saskatche- 
wan Real Estate Association. He is 
also regional vice president for Sas- 
katchewan and was re-elected to this 
post for the 1962 term. 


In 1959 he was convention chairman 
for the host board during the annual 
CAREB convention in Saskatoon. 

He is a Fellow of the Canadian In- 
stitute of Realtors of which he is a 
charter member. 


Mr. Woodley is active in church and 
civic affairs. He has been a member of 
the Vestry of St. John’s Anglican 
Cathedral for 15 years; member of the 
executive of the Council of the Uni- 
versity of Emmanuel College, Saskatoon, 
and member of the Saskatoon Board of 
Trade. And he says, “I also try to get 
in a little golf during the summer.” 


Mr. Woodley is married and he and 
his charming wife Mary have two 
adopted children. 





TWO UNIVERSITY SCHOLARSHIPS AWARDED 


Kenneth G. Hardy of Sarnia, Ontario, and Donald H. Cunningham of Fairview, 
Halifax County, Nova Scotia, have been announced as 1961 winners of $350.00 
scholarships offered annually by the Canadian Association of Real Estate Boards. The 
awards are made to in-course students attending any Canadian University. 





KENNETH G. HARDY 

Now a student in Business 
Administration at the Univer- 
sity of Western Ontario, 
London, Ontario, Kenneth 
Hardy is the son of George W. 
Hardy, 2618 Churchill Road, 
Sarnia, Ontario. 

A graduate of Sarnia’s 
Northern High School, he was 
a member of the Student’s 
Council, Key Club and Inter- 
form Sports council, Valedic- 
torian and President of his 
graduating class. While attend- 
ing high school, he was an 
active member of the Kiwanis 
4-H Dairy Club. 

At Western, he is a member 
of the Y.M.C.A., Junior Far- 
mers Club and the Saddle Club. 


CANADIAN REALTOR — NOVEMGER, 1961 


DONALD H. 
CUNNINGHAM 

In his second year of Com- 
merce at Dalhousie University, 
Halifax, Donald Cunningham is 
the son of Theodore L. Cunning- 
ham, 14 Ashdale Avenue, Fair- 
view, Halifax County, Nova 
Scotia. He graduated from 
Halifax West Municipal High 
School, winning two scholar- 
ships, despite handicaps imposed 
by a severe car accident four 
years ago. 

His hobbies include music 
and reading. At University, he 
is a member of the model 
parliament and business mana- 
ger of the campus newspaper, 
Dalhousie Gazette. 





21 





































FLEMINGTON  PARK’S efficient planning is shown above. 
Toronto's newest 600-acre Residential-commercial-industrial- 
recreational project was officially opened this summer. Webb 
& Knapp (Canada) Ltd. is the developer 

(1) Office Campus; (2) Industrial Park; (3) Radio-Television 
City; (4) Motel-Hotel Area; (5) Golf Course; (6) Shopping 
Centre; (7) Schools; (8) Phase | Residential; (9) Don Valley 
Parkway 


Some Cities Flounder 


Because Of Personnel 
Zeckendorf 


While addressing a group of Realtors and members 
of the press at the official opening of Flemington Park 
in the heart of Metropolitan Toronto, William Zechendorf, 
Chairman of the Board of Webb & Knapp (Canada) 
Limited said that it is people themselves who make a city 
tick. It is not geographic location ... not philosophy .. . 
not intrinsic values but the individual men involved. He 
said some cities flourish, others just exist and many 
flounder. 

Zeckendorf’s complimentary remarks were directed to 
city planning officials, Chairman of Metro Council Fred- 
erick Gardner and Mayor Phillips. 

The 600-acre development is roughly one-third resi- 
dential; a third industrial and commercial and a third 
parkland and greenbelt. The eventual population will 
exceed 20,000 and will eventually become the geographic 
centre of Metro Toronto. 





—OFFICER 
Continued from page 11 
For the past three years he was chairman of the Monc- 
ton Town Planning Commission, and, at time of demise 
was president of the N.B. & P.E.I. Real Estate Brokers, 
Inc. and secretary of the Moncton Real Estate Board. 
Mr. Willis played a large part in getting License Law 
accepted into New Brunswick legislation this past April. 
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For 
Moving Day 





NOTIFY 





vehicle registration bureau, milkman, 
breadman, post office, insurance agent, magazine 
agencies, friends, etc that you are moving on a 


certain date 


DRIVE around neighbourhood days in advance 
Check schools, church, shopping, drug store, new 
doctor (if any distance from other location), trans- 


portation, etc 


CONTACT cartage company weeks in advance if at 
all possible 


CONTACT: Hydro, water and gas utilities to make 
sure services remain on at new address — removed 
from your responsibility at old. Arrange for new 


telephone 


SAVE all cardboard boxes you can get your hands 
on. Buy ample string and cord for packing, also 
labels. When packing, package all non-essentials as 
soon as possible. Also label boxes as follows: ‘‘Imme- 
diate food’’; “Childrens school clothing’; *‘Laundry 
supplies’’, etc. Indicate on each box to which room 
the cartage man should take it, i.e., “back bed- 
room”’; “‘basement’’, etc. 


ing: light bulbs, fuses, matches, candles, flashlight, 


7 PACK in an easily recognizable package, the follow- 


hammer, screw driver, etc 


Compliments of — 


John Canuk, Realtor 


100 MAIN STREET 
YOUR TOWN 


The above service-after-sale promotional idea is offered by 
the Canadian Realtor to its readers. Cost of cards shouldn’t 
run much more than one cent each if purchased in any sizable 
quantity. 

Here is what you can do: Clip this card just outside border 
and paste on stiff white cardboard. Take it to a job printer 
who has offset equipment. This system is cheaper because 
it uses the photographic process rather than letterpress. Stock 
should be no less than No. 180 bristol. 


Have printer typeset your firm name and address, etc., and 
overlay on specimen that now appears in piece. 

You might also have the printer put a punch hole at top 
of each card so that it can be suspended under the telephone. 


To support cost of cards you might contact a local cartage 
company. Quite often these firms would be only to glad to 
accept entire cost if their advertising appears on back of card. 


For those Realtors who do not have a printer handy, send 
your job to The Canadian Realtor printer: Thorn Press, 
324 Gerrard East, Toronto. This firm has quoted the following 
prices: 

For 2,500 — $30; 5M—$50; for additional M’s over 5M 
— $7.50 per M. These prices are quoted for card as shown 
on No. 180 bristol with firm name, address and telephone 
added. Prices do not include tax or printing on reverse side. 
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A TOUGH NEW PLASTIC PIPE, claimed 
by manufacturers to be anti-corrosive, 
and free from attack by acid or alkaline 
soils, will solve many problems inherent 
in the installation of rigid piping. At a 
job near Independence, Kansas, 54,000 
feet of plastic pipe —- approved by the 
National Sanitation Foundation as a safe 
conductor for drinking water — was laid 
at a saving of $35,000 under the usual 
type of metal or clay piping, the manu- 
facturers claim. 

One of the outstanding advantages is 
its ease of handling. Pipe can be ‘’Bent”’ 
around corners, thereby eliminating ex- 
pensive joint work. 

Canadian Realtors interested in this 
unique ABS plastic piping may write 
Marbon Chemical Division, Borg-Warner 
Corporation, Washington, West Virginia. 





EDITORIAL 
Continued from page 3 


real estate brokers, therefore, not only bodes well for the 
matter of the proposed legislation itself, but for the in- 
formed and equitable spirit in which it will be administered. 
“The Realtor” feels certain that the introduction of a Real 
Estate Broker's Act to the Province of Quebec will usher in 
great days ahead for individual brokers, for local Boards and 
for the Provincial Organization of Quebec. Wherever a 
provincial Real Estate Broker's Act has been introduced be- 
fore, the inevitable result has been a rise in the status and 
prospects of the broker and a healthy organizational flourish- 
ing at local and provincial levels. The Canadian Association, 
naturally, is most gratified that under these new conditions, 
organized real estate in Quebec will finally attain a position 
which is commensurate with Quebec's economic status. 


Are You 
Civic- Minded? 


We’re accepting Ken Lyle’s suggestion that 
those Realtors involved in civic duties 
should be so recognized by The Canad:an 
Realtor. (see Past President Lyle’s com- 
ments on page 20) 


The Canadian Realtor will publish the 
names and duties of all CAREB members 
who are giving valuable time and effort to 
foster better Canadian communities: be it 
as a member of the Board of Trade, Cham- 
ber of Commerce, Town Planning Committee 
.-.or as an elected officer of the community. 


May we hear from you? Write The 
Canadian Realtor, 20 Eglinton East, 
Toronto 12, Ontario. 





THE STAFF OF: L. G. RODGERS LIMITED is seen admiring 
the Transistor radio won by Lee Rodgers, top winner in the 
Sault Ste. Marie Real Estate Board’s Photo Co-op Contest. Mr. 
Rodgers collected 99 points in a system that awarded 3 for a 
co-op listing and 2 for selling a co-op listing. Shown left to 
right are: Cliff Gutcher (a runner-up), Mrs;,Gutcher, Mrs. Jean 
Rogers and Lee Rodgers. 


REFURBISHING TIPS 


Quite often Realtors and salesmen are asked for advice 
on how to prepare a home for showing. A good coat of 
paint adds sparkle to a listing. Using the guide below 
you can readily appraise the amount of paint required to 
refurbish the listing. Cost is usually low, yet paint works 
wonders on a drab interior and exterior. 


Surface Approx. Square Feet 

Covered by 1 Gallon 
Susco:....:. at SEE Cie 2 ae 150 
Rough Wood, soft brick, smooth cement 27....00.0...2........ 350 
Hard brick .... Sti 9 otal ae 
Plaster .h mae 
Smooth wood 600 
Metal 700 
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HALIFAX-DARTMOUTH 


Halifax-Dartmouth have reported an accumulated co-op 
sales total that will surprise other boards until they learn 
the reason for the marked increase. One glance at the 
board’s comparison totals between 1960 and 1961 (accumu- 
lative) will show a gain of $1.4 millions! 


The reason for this is found in the Minutes of the 
board’s records which reads: “That effective June 1, 1961 
the commission rate will be 5% for both exclusive and Co- 
op Services; and it is the duty of all Brokers and Sales- 
men together with the Board to inform the public that 
Co-op services cost no more than listing exclusively.” 


ONTARIO’S NEWEST TRI-BOARD 


Three boards of southwestern Ontario have formed an 
interlocking co-op listing system to increase markets for 
certain properties. The Tri-Board Co-op will be a tri- 
partite of the Welland Real Estate Board, the Realtors 
Assoc. of Greater Niagara and the St. Catharines-Niagara 
Real Estate Board. There will be no initial fee other than 
$10 for each 60-day minimum listing. Standard O.A.R.E.B. 
Forms will be used in triplicate and must be marked 
Tri-Board Co-op. 


ORANGEVILLE 


A five-month long Co-op Sales Contest recently ended 
for the Orangeville (Ontario) Board. The $400 trip to 
Bermuda prize was won by Cecil Chambers of Harvey 
Keith Real Estate. 

The contest was an apparent success, Secretary Ray 
Miner reports that the number of listings increased and 
that a record $136,950 in sales were recorded in the five 
months, with an additional $75,000 coming in after the 
contest concluded, but which was attributed to listings 
gathered during the currency of the period. 


LETHBRIDGE 


The Lethbridge Board, while examining the record of 
Salesman Alfred Fazio for Canada Trust Co., and later 
talking to him, found that Mr. Fazio’s revenue increased 
$343.65 per month by his efforts in concentrating on 
Multiple Listings. These figures were based on an eight 
month period. 


BRAMPTON 


The Brampton (Ontario) Board recently concluded a 
contest which involved both Realtors and salesmen. The 
contest had a dual purpose. Besides awarding points for 
sales and listings it also encouraged members to visit 
each listing entered. 

The plan called for all new listings to be entered at the 
board office each Monday morning latest. On Wednes- 
day all Realtors and salesmen visited each listing. After 
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inspection they were required to fill out an appraisal slip. 
These were collected and an average drawn, Slips were 
later used to influence both vendors and purchasers in the 
event an offer was prepared or presented. 

Results were satisfactory according to the Board 
Secretary, W. Boyd. Vendors and purchasers were con- 
vinced that such weighty evidence indicated true market 
values, 

Winners in the contest were, for Realtor members: 
Harold Knight first and H. Laughlin of Halton & Peel 
Trust & Savings second. Top Salesman was Aubrey 
Ferris of H. W. Knight Ltd., followed by Merle Madill 
and Isobel Monkhouse of Hutchison Real Estate. 





THE ACTIVE GALT-PRESTON-HESPELER BOARD has declared 
its winners in a Photo Co-op contest. Shown above, bottom 
to top are those who attended the Banff Convention in 
September all expenses paid: George Baines, president of 
the board; Sylvestor Asadoorian, Harold Blackwell, Spencer B. 
Dalton, Harry Truss, E. G. Hamill and Jack Fraser. Picture 
at right is a shot of the G-K-H booth at the Galt Fall Fair. 
The board also won the Harry LePage trophy for best 
attendance at the Banff convention. Points are awarded on 
board size, number of miles travelled and number in 
attendance. Saskatoon won trophy last year at Toronto con- 
vention. 


MONTHLY CO-OP STATISTICS FOR SEPTEMBER 1961 
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PERSON TO PERSON 
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white elephants 
CMHC wants relief from the costs 
of carrying some 412 housing units in 
Elliott Lake which the crown corpora- 
tion holds paper against. CMHC hopes 
to gain some subsidy by 
these empty units to retired people, 
salesmen and others wishing cheaper 
Operating on a 
sliding scale, CHMC will 
bedroom house for as low as $45 
monthly. Elliott Lake was the focal 
point of a red hot debate when the 
incumbent government refused to renew 
uranium ore contracts last year . 


renting 


accommodations. 
rent a 3- 


“roger and out” 
guests departing via elevators 
after attending, say a party hosted by 
one of the tenants in a posh Camden, 
N.J. apartment house, will have to use 
caution when discussing the affair. 
Country Club Towers, a new 154-unit 
luxury dwelling has installed “‘live’’ mic- 
rophones as a safety factor in case an 
elevator stalls. Each apartment also has 
piped-in music with individual volume 
control. 


70 miles per hour 

. Los Angeles has come up with a 
sensible solution to resolve public trans- 
portation problems. The metro council is 
planning a $192 million electric railway 
system, using routes alongside through- 


ways. 85-seat cars will be rubber 
mounted and ride on standard gauge 
tracks. Present route will extend 22 


miles with an ultimate 150-mile system 
envisioned for future 


tallest purchase 


Empire State, the world’s tallest 
skyscraper in being sold to a syndicate 
headed by L. A. Wein, a New York 
lawyer, for $65 millions. The huge 102- 
storey structure was completed in 1931 
at a cost of $37.5 millions and was 
sold in 1957 for $51.5 millions. The 
1,250 foot high (excluding 200’ T.V. 
aerial) building sits on 2 acres and 
houses 940 firms which employ over 
20,000. It requires a maintenance crew 
of nearly 1,000. By the way, there are 
63 elevators, 1,850 steps and 6,500 


windows! 


fast action 


there is more than one way 
of getting prompt action in the selling 
of a home. Jolie Gabor, mother of the 
famous Za Za sold her Westport house 
in 48 hours. Price $42,000. Secret? 
Mama Gabor threw a cocktail party 
for all the Realtors in town 


foreign investment boom? 


according to a press release 
received from Previews Inc.—an_inter- 
national clearing house for unusual 
properties—if the crisis in Germany per- 
sists expect a greater diversion of real 
estate investment funds to North 
America from European sources. Chair- 
man J. C. Tysen noted that the tremen- 
dous boom in Germany has forced prices 
as high as $35,000 an acre for industrial 
land near Cologne. But he feels that 
economic unrest will influence investors 
westwards. 








CALENDAR 


March 18-19-20, 1962 
0.A.R.E.B. CONVENTION 
ROYAL YORK HOTEL 
TORONTO 


oddities 

@ Averaging 1.76 m.p.h. one Johann 
Huslinger travelled 871 miles from Paris 
to Vienna on his hands! He accomplished 


this in 55 daily 10-hour stints back in 
1900. 


@ The highest recorded premeditated 
dive was accomplished by a woman who 
took up a dare and dived from a bridge 
at Brest, France, on 5th September, 
1955. Mme. Anrée Podeur entered the 
water at 72 m.p.h.—and lived! Height 
of dive? 172 feet! By the way, 
another woman, Cornelia Van Ireland, 
22, dived off the Golden Gate Bridge in 
San Francisco ‘‘on impulse’ back in 


1941. The dive was 238 feet. She didn’t 
live! 


Industrial and Commercial 
Properties 
Financing available for 
Selected Enterprises 


W. Clarence Mahon Lid., 


350 Guaranty Trust Bldg. 
REGINA, SASK. 





INCENTIVE — 
Continued from page 5 


We never forget for one moment 
how helpful a wife can be in actually 
aiding a husband at his work. Much 
of our material shows her how to 
spread her husband’s name around 
the community. By talking to friends 
and neighbours; the postman, milk- 
man, grocer and other tradesmen, 
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many valuable leads for listings come 
to light. These leads obviously add 
to the family’s fortunes. 


Scoring the Goal 


Every competition — whether in 
sport or business—has a_ goal. 
Achieving that goal, in itself, pro- 
vides the satisfaction of accomplish- 
ment. But when you provide extra 
incentive, you nourish the competitive 


instinct and fortify the will to win 
against the forces of failure. 
Certainly ... not every participant 
in an incentive contest can wind up 
winning the top prize. But every sales- 
man who participates is a winner — if 
he is spurred to extra effort. By 
working at maximum capacity, he 
discovers his true  potentiai pro- 
ductivity . . . increases his sales and 
earnings ... wins the recognition and 
respect that only success can bring. 
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@ BARRIE, ONT. 


@ BRANDON, MAN. 


@ CALGARY, ALTA. 


@ PETERBOROUGH, ONT. 


@ QUEBEC, QUE. 


@ RED DEER, ALTA. 


REAL ESTATE 
DIRECTORY 


GENERAL REAL ESTATE PROPERTY MANAGEMENT 


@ HALIFAX, NS. 


A. F. Rose, Roy Limited, 
78 Tiffin Street, Roy Building. 
PA. 8-2379. 


@ VANCOUVER, B.C. 


Blane, Fullerton & White Ltd., 
517 Hamilton Street. 

Hughes & Co. Ltd., 

125 -10th Street. 


IND. SITES — PROPERTIES 


@ BURLINGTON, ONT. 
Canada’s largest town 

W. D. Hitchcox, 

541 Brant St., N.E. 4-2348. 


Burn-Weber Agencies, 
218 Seventh Ave. W. 


Clair J. Cote, 
Ste. 10 — Foundation Bldg., 
628-12 Ave. S.W. | @ CALGARY, ALTA. 


Cote & Hunt Ltd., Clair J. Cote, 
606 Cdn. Bank of Commerce Bldg. Ste. 10 — Foundation Bldg., 
628-12 Ave. S.W. 


Cote & Hunt Ltd., 
FORT WILLIAM, ONT. 606 Cdn. Bank of Commerce Bldg. 
Willport Realty Limited, 
Fort William - Port Arthur. e@ FORT WILLIAM, ONT. 
G. R. Duncan & Co. Ltd., 
121 May Street. 


@ NANAIMO, B.C. 
December Roses on the Blue Pacific 


Nanaimo Realty Co. Ltd. @ HALIFAX, N.S. 


Nanaimo Realty Block. Roy Limited, 
Roy Building. 


@ OSHAWA, ONT. 


@ REGINA, SASK. 


W. Clarence Mahon, 
350 Western Trust Bldg. 


Lucas Peacock, Realtor, 
556 Simcoe St. N. 


@ OTTAWA, ONT. @ EDMONTON, ALTA. 


C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Phone CE. 6-7101. 


P. Hubert McKeown, 
McKeown Realties Ltd., 
169 Somerset St. W. (CE. 2-4806). 


Melton Real Estate, 
10154-103rd Street, Phone 47221. 


APPRAISALS 


@ CALGARY, ALTA. 


Ivan C. Robison & Company, 
716-Fifth St. S.W., 
Irwin Sargent and Lowes, Phone AMherst 6-3475. 


441 Water Street. 


@ EDMONTON, ALTA. 


Peter B. Sayko, F.R.I., A.A.C.L., 
a 11023 - 127 Street. 

Ross Brothers & Company Limited, 
P.O. Box 9 (Uppertown) 
LAfontaine 2-4091. 


OTTAWA, ONT. 


C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Phone CE. 6-7101. 

Botterill McKee Cunningham Ltd. 
5002 Ross Street, 

Phone 2619, 


ST. CATHARINES, ONT. 


Andy Hawreliak, Realtor, 
Dominion Building, MUtual 4-2324. 


@ WINNIPEG, MAN. 


@ TORONTO, ONT. 


Chambers & Meredith Ltd., 
48 Yonge Street. 


Aronovitch & Leipsic Limited, 
Four Sixty Main Street, 
WHitehall 2-3301. 


Professional 
Brokerage 
Connections 
Across The Nation! 





© General Real Estate 


@ industrial sites 
and properties 


@ ideal store locations 
@ rural holdings 
® appraisals 


® property management 


DIRECTORY 


Advertising Rates 


Classified: 
3 lines — 12 issues ; ; . $45.00 
3 lines — 6 issues 29.00 


Additional lines $1.00 per issue. 
No charge for city and province lines. 


Semi-Display: 
ONE INCH SIZE 


For six insertions $60.00 
For twelve insertions 95.00 









Edmonton's ‘‘House of Service’ for over 50 years 
WEBER BROS. AGENCIES LTD. 


Industrial, Commercial & Revenue Properties 
Farmlands - Acreages - Appraisals - Homes 


write, wire or phone 


WEBER BROS. AGENCIES LTD. 
10013 — 101A Ave. Edmonton, Alberta 
Phone GArden 4-7341 


FOR THE BEST INFORMATION 
ON B.C. REAL ESTATE 


Office buildings, industrial and revenue pro- 
perties, homes, building lots and sub-division 
developments. 


Write, wire or phone 
BOULTBEE SWEET & CO. LTD. 
555 Howe St., Vancouver, B.C. MU. 1-7221 





RESIDENTIAL, COMMERCIAL, 
INDUSTRIAL PROPERTIES 
Appraisals, Property Management, 
Farms and Ranches. 

64 years serving Alberta. 
TOOLE, PEET & CO. LTD. 
Toole, Peet Bldg., Calgary, Alberta. 








NEW BOOKS FOR REAL 
ESTATE PRACTITIONERS 


MANAGEMENT FINANCE 
PLEASE ORDER BY NUMBER ON YOUR LETTERHEAD 


84 How to Help Your Salesmen 
Produce More Business 
85 How to Close in Selling Homes 


SHOPPING CENTERS 


92 Mistakes We Have Made in 
Developing Shopping Centers 


LAW SELLING 


ADVERTISING 

1 How to Get Profitable Listings 
Through Ads .......... ...Woessner 
Real Estate Advertising N.LR.E.B. 
Successful Real Estate Advertising Morton McDonald 
Advertising Copy Hotchkiss 
How to Use Classified Advertising 
to sell more real estate 


Arnold cee 


Nichols . 
McDonald 


APPRAISAL 


10 
11 
13 


Appraisal Manual 
The Appraisal Process 
Appraisal Guide 


Appraisal Terniinology & 
Handbook 

Appraisal of Real Estate 
How to Value Real Estate 
Manual of Appraisals 
Selected Readings in Real 
Estate Appraisal ... 
Valuation of Residential 
Real Estate 

152 Problems in Appraisal 
With Solutions 


National Construction Estimator ; 


FARMING 


Several texts are available upon request. 


FINANCE 


45 
46 
47 
48 
49 


50 


51 


52 
53 


Agricultural Finance 
Elements of Accounting 

How to Finance Real Estate 
Farm Records & Accounts 
Real Estate Investments & 
How to Make Them ; 
Real Estate Office Bookkeeping 
Simplified 

Limited Companies & Their 
Accounts Q 

Canadian Accounting Practice 
Canadian Mortgages 


LAW 


60 
61 


62 


Real Estate Law 
Summary of Canadian 
Commercial Law 
Law of Contract 


MANAGEMENT 


65 


66 


67 
68 


How to Operate a Real Estate 
Business 

Principles of Real Estate 
Management 

Real Estate Management 
The Modern Concept of Real 
Estate Admin. 


SELLING 


75 


Real Estate Salesman’s 
Handbook e 

Sales Ideas that Click 

The Successful Salesman 

How to Sell Real Estate by the 
Sell-An-Idea Technique 

How | Raised Myself from 
Failure to Success in Selling 
Real Estate Selling Aids 
Selling Home Property 
Selling Real Estate ‘ 
Successful Real Estate Ideas 


Send order on your letterhead fo: 


.... McMichael 
... Schmutz 


Society of Res. 
Appraisers 


A,L.R.E.A. 
A.1.R.E.A. 
Teckemeyer 


...Boeckh 
. ALR.EA. 
..May 


... ALR.EA, 


Cal. Pacific Estimators 


W. G. Murray 
Ferguson & Crocombe 
McMichael & O'Keefe 
Efferson 


Hefti 


...Ferguson & Crocombe 


Leonard & Beard 
Woodard 


.. Kratovil 


Anger 
Cheshire & Fifoot 


..McMichael 


...Downs 


Bliss & Sill 


...Calif. Assn. 


..-IN.A.R.E.B. 
...N.A.R.E,B. 


N.A.R.E.B. 


Cook 


.._Bettger 
...King 
.....Geer 

...+. McMichael 
...Prentice Hall 


Canadian Institute of Realtors 
20 Eglinton E., Toronto 12, Ont. 


5.00 
2.75 
7.00 
4.50 


13.00 
6.00 
3.60 


6.75 
5.60 


$ 9,00 


2.75 
13.00 


GENERAL 


95 
96 


97 
98 


99 
100 
101 
102 


103 
104 


105 
106 


107 
108 


Culture of Cities 
Fundamentals of Real Estate 
Practice 

How to Plan a House 

How to Profit by Rehabilitating 
Real Estate 

How to Write Better Business 


Mumford 


Atkinson & Frailey 
Townsend & Dalzell 


How to be Consistently 
Successful in Real Estate 
Introduction to Political 
Economy 

Questions & Answers About 
Real Estate 

Real Estate Subdivisions 
Residential Real Estate in 


Successful Publicity & Public 
Relations ... 

Urban Land Economies 
Neighbourhood Planning 
Leases — Percentage, Long & 
Short Term 


Ratcliff 
Kostka 


McMichael & O'Keefe 


BOOKLETS 


109 


110 


11 
112 


115 
116 
117 


118 
119 
120 
121 
122 
123 
124 


125 
126 
127 


130 
131 
132 


133 
134 


OTHER MATERIAL 


140 
141 
142 


How to Make Money Speculating 
in Real Estate 

Monthly Amortized Mortgage 
Payments .. 

Real Estate Traders Handbook . 
Sale — Leasebacks & Leasing in 
Real Estate & Equipment 
Transactions .. 

Co-operative Apartments ............ 
Direct Mail Pieces ......... 
Double Your Dollars by 
Knowing the Answers 
Greater Profits from a ‘ 
New Business from Old . . LR.E.B, 
PR oto, cee catsensaicesceertxoeceaesennass 1.R.E.B, 
Real Estate Advertising . LR.E.B, 
Real Estate Exchanges hie _LRELB, 
Real Estate — It’s Wonderful ......1.R.E.B, 
Real Estate Syndicates & 

SI I III sescsssimececssvessdonce 
Sales Ideas That Click 

The Successful Salesman 

The Modern Concept of Real 
Estate Admin. 

Pace of Progress .. 

Everyday Real Estate 

Hiring, Training & pnee 
Salesmen 

Estimating Market Price 

Learn to Trade ... 


Cadwallader 


1.25 
2.50 


Greenfield 
LR.EM, ... 
1.R.E.B. 


16.00 
2.50 
2.50 


ha 2.50 
; eer 


2.50 
2.50 
2.50 
2.50 
2.50 
2.50 


2.50 
2.50 
2.50 


2.50 
1.00 
2.50 


. Assn. 


“NULREB. 


2.00 
2.50 
2.50 


Make cheque payable to C.A.R.E.B. 


Pamphlets: for below material only. 


Helpful Hints for Home Sellers ... 
Helpful Hints for Home Buyers .... 
Helpful Hints on Using the Co-operative 
Listing Service 
Construction Pointers .. 
C.A.R.E.B. Realtor Cuts for letterhead, etc. 
C.A.R.E.B. Realtor Window Stickers 
C.A.R.E.B. Realtor Lapel Pins & Buttons 


$ .02 ea. 
.02 ea. 


.03 ea. 
-10 ea. 
3.50 ea. 





